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ABSTRACT
Youth are the main group of social media users, but there is limited literature on the influencing factors of impulse consumption
tendency that focus on youth. This research mainly studies the influence of teenagers' personality traits on impulse buying. We
attempt to the mediating effect of upward social comparison and the moderating effect of emotion. We design a questionnaire
with measures of personality, upward social and emotion in the recent one month. We expect that the positive/negative emotion
would moderate the direct influence of personality traits on impulse consumption and the indirect effect of upward social
comparison on impulse consumption. The study not only contributes to the youth purchase behaviors but also links the
connections among the personalities, emotions, and purchase intention.
Keywords: Big-five model; impulse purchasing intention; upward social comparison
INTRODUCTION
Social Network and Personality
Instant messaging, search engines, online news, online payment, online shopping, online banking, and other kinds of mobile
Internet applications have deeply embedded all aspects of people's life and work life, which builds a new social form and a basic
way of life. According to statistics from the International Telecommunication Union (ITU), the total number of Internet users in
the world reached 3.5 billion at the end of 2016, and the network penetration rate was 47.1% (Roser et al., 2015). Since 2003,
Social Networking has emerged rapidly all over the world. Today, it has created many myths and is regarded as the second wave
of the Internet with the rise of friendster.com, Orkut.com, Ryze.com, tribe. Nine out of ten teens aged 13-17 use social media
platforms, and most (71%) of them use more than one (CNNIC, 2020). The number of youth Internet users using mobile phones
reached 932 million, and the proportion of mobile Internet users has reached 99.2% since 2020 (CNNIC, 2021). The rise of
social networking on the Internet goes hand in hand with the high penetration of mobile devices.
The new model of Internet social networking is different from face-to-face communication in real life in four main points:
anonymity, invisibility, no geographical restrictions, and non-synchronization in time (McKenna & Bargh, 2000). Many
researchers have studied the influencing factors of Internet social services, and it can be seen from numerous studies that the use
of Internet social services is mainly related to personality traits such as extraversion, neuroticism, social support, and social
anxiety (Durbano & Marchesi, 2016). Some researchers believe that extroverted and sociable individuals are more likely than
introverted individuals to use the Internet to maintain relationships with family and friends or to make new friends by frequent
use of online chat rooms, expand their social relationships and obtain more social support (Amichai-Hamburger & Ben-Artzi,
2003). It is always believed that neurotic people are shy and anxious, and it is difficult for them to form social relationships in
real social situations. They can only socialize in front of computer screens. Hamburger and Ben-Artzi's study found that neurotic
individuals are more likely to be lonely (Amichai-Hamburger & Ben-Artzi, 2003). They are also more likely to use social services
on the Internet. Individuals with social anxiety are more likely to form close friendships on the Internet, and the formation of
such friendships on the Internet will increase the individual's self-confidence and self-efficacy. When in the traditional face-toface interpersonal communication situation, he or she will be more confident about their social skills. The development of social
network objectives but how to use them is affected by individual personality differences. We wonder how the different
performance led by individual personality would have effects on upward social comparison and thus the online impulse purchase.
Online Impulse Buying
From the perspective of psychology, online consumption behavior is the behavior of people in the virtual space of the Internet
when they collect, buy, use, judge, and deal with the services, products, resources, and ideas that they want to meet their needs
(Li B.N, 2008). A 2014 study by Merzer found that among 1000 adult Americans, 75% reported having made a purchase on
impulse alone. Impulse buying is also apparent among consumers in China and arguably even more serious because of the
popularity and convenience of online shopping (Chen, & Zhang, 2015). This article would focus on the online impulse buying
raised along with the development of the social network.
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Impulse buying is defined as an unplanned, sudden purchase, usually accompanied by cognitive and emotional reactions (Rook,
1987). Weinberg and Gottwald (1982) measured impulsive buying from the three levels of emotion, cognition, and reflection.
They say impulse buying is actually a rash, thoughtless and unplanned purchase. Impulsive consumers have very strong
emotional activities and lack rational evaluation when consuming. Cobb and Hoyer(1986) believed that the so-called impulse
purchase is an immediate, sudden behavior without a prior purchase purpose. Dittmar and Friese (1995,1996) explained
consumers' impulsive shopping on the basis of social construction theory. They believe that consumers' purchase is a projection
of self-identity. That is, consumers regard products as an extension of themselves. The research results confirm that symbolic
and emotional products are indeed easy to cause the impulsive purchase of consumers. Researchers to further explain, consumers
in the actual I (herself) in real life and ideal (want to be the kind of person) I perceived that the difference between, will want to
borrow mountain products use m self-image to make oneself want to be the kind of person, so for such symbolic products,
produces impulsive purchase. For example, males attach importance to autonomy and tend to impulsively purchase instrumental
and leisure products, while females attach importance to emotional vent and relationship maintenance and tend to impulsively
purchase symbolic and self-expression products. Figure 1 followed below is the decision-making process of impulse purchase
(Kim, 2003).

Figure 1: Impulse purchase decision-making process (Kim, 2003).
There have been quite a few researches on impulsive buying. However, most of their study group were adults. As of June 2021,
China's Internet users aged 6-19 reached 158 million, accounting for 15.7 percent of the total Internet users (CNNIC, 2021). Our
research is designed to focus on the impulse buying existing among the youth (age 15 to 25, defined by World Health
Organization). We conducted a questionnaire survey with scales of the Big Five Inventory (John O. P., 1999), Upward
Comparison(GIBBONS, F. X., & BUUNK, B. P., 1999), the PANAS Scales (Watson et al., 1988) to figure out the interaction
between the personality traits of youth and impulsive buying. We introduced Upward Comparison as the mediation variable and
Emotion as the moderator variable.
This paper would fill the research gap in the role of personality traits in impulse shopping among youth, expanding the literature
on impulse buying. We are committed to exploring the reasons behind this abnormal shopping and contributing to the targeted
improvement of youth mental health. Our study could also provide guidance for mobile social networking marketing.
LITERATURE REVIEW
Impulse Purchasing Intention
Stern (1962) gave the early definition of impulse buying and classified impulse buying into pure impulse buying, prompt impulse
buying, induced impulse buying, and planned impulse buying. Based on the intrinsic motivation of consumers, Bayley and
Nancarrow (1998) divided the types of impulse purchase into a self-confirmed impulse purchase, self-compensation impulse
purchase, self-redefinition impulse purchase, and pathological impulse purchase.
Kollat (1967) pointed out in the research on impulse buying of food that, from the perspective of consumers, the more frequently
purchased products (such as various daily necessities and clothing, etc.), the lower the proportion of impulse buying will be.
Product decoration refers to the goods on the rack, decoration location, shelf height, etc. Applebaum (1951), Clover (1950), and
Katona and Mueller (1955) investigated the frequency of consumers' impulsive purchase behavior under different product
categories, different product layouts, and different retail store shelf displays. It confirms the effect of product layout and shelf
display on impulse buying.
In addition, the combination of goods can also arouse consumers' desire to buy. Goods are endowed with special meaning, such
as representing a way of life, which is very tempting to consumers. Narasimhan, Neslin & Sen(1996) pointed out in the literature
that "for impulsive consumers, the time for consideration is relatively short, so some stimulus in the environment, such as a
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relatively low price, will increase consumers' perceived value and purchase intention. Agee and Martin(2001) discussed
information advertising and pointed out that if manufacturers want to influence consumers' impulse purchases, they need to make
consumers aware of the existence of products through advertising information so as to persuade consumers to have demand for
the products. The research of D'Astous et al. found that TV advertisements can affect consumers' irrational and irregular
consumption behaviors, and the amount of exposure to advertisements is significantly positively correlated with consumers'
impulsive shopping. We could easily speculate that the development of social networks increased exposure to goods and
promoted impulse buying.
Internal stimuli are also significant factors that cause individual impulse buying related to personality (Bratko, Butkovic, &
Bosnjak, 2013). Impulse buying can be induced through individuals’ tendency to involve in impulse buying, a hedonic need,
motives to seek variety and differences, lack of self-control, and a desire to escape from negative feelings. Situational and
product-related factors involve a time of shopping (Jeffrey & Hodge, 2007).
Demographics and social-cultural factors, consisting of individuals’ gender, age, income, education, culture, and socioeconomic,
are also important determinants of impulse buying (Coley & Burgess, 2003; Vohs & Faber, 2007). The youth group has a series
of characteristics, such as personalized needs, rebellious spirit, curiosity about new things, and attention to personal privacy. The
network provides the youth group with a consumption space without real boundaries, which is very convenient and full of desire
consciousness. Therefore, the youth group has consistency with personality traits that cause impulse buying. Figure 2 followed
below is the precursor model of impulse buying (Beatty & Ferrell, 1998).

Source: Beatty & Ferrell (1998).
Figure 2: Cause and effect model of impulsive buying
Upward Social Comparison
Social comparison is an important feature of social life. People need to compare themselves with others in order to better
understand themselves and more accurately understand their own abilities and abilities (Festinger, 1954). Upward social
comparison and downward social comparison are two common types of social comparison. Upward social comparison occurs
when people are compared to those who are perceived to be socially superior in some way, while downward social comparison
occurs when individuals compare themselves to those who are socially inferior (Vogel et al., 2014). Social comparison has
multiple functions, including satisfying self-enhancement motivation (Suls, Martin, & Wheeler, 2002), enhancing self-esteem
(Vogel et al., 2014), regulating emotions and happiness (Taylor & Brown, 1988), evaluating self (Muller & Butera, 2007), etc.
More recently, with the emergence of social networking sites (social networks), social comparisons have become ubiquitous, as
social networks can provide a large amount of information describing individuals' lives (Sabati & Sarracino, 2019), and because
we spend far more time browsing and searching for information online than offline (Wise, Alhabash, & Park, 2010). Considering
that checking other people's profiles on social networks has become an increasingly popular activity (Pempek et al., 2009), social
networks are considered to be an almost ideal platform for individuals to make social comparisons. Social comparisons on social
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networks may be particularly pronounced among younger people (18-29 years old) as they spend more time browsing and
searching information online (Pempek et al., 2009).
MODEL CONSTRUCTION AND RESEARCH HYPOTHESES
Research Hypotheses
The formal studies of impulsive buying mostly focused on the eternal influence factors of impulse buying. The impulse purchase
behavior of youth has been overlooked. Because compared with other groups, the youth group has a strong connection with
online consumption, whether in the internal level of education, the motivation to pursue new experience and consumption level
with certain level requirements, or in the external level of proficiency in the application of payment technology, avoiding the
risk of online consumption, we expected that the personality traits of the youth had a significant influence on their impulse
buying.
H1：The personality traits of the big five trait taxonomy have a significant effect on the youth's impulsive buying behavior.
As entered the post-industrial period, the popularity of social networks has had a significant effect on the mental health and
behavior of youth through upward comparison. We suggest that the upward comparison would have a mediating effect on the
interaction of youth personality and impulsive buying.
H2: The upward comparison mediates the relationship between personality and impulsive buying of the youth group.
We still introduced emotion as the moderating variable. Impulse buying is emotion-related behavior. When negative emotions
occur, individuals are inclined to purchase impulsively and regard this behavior as a way to comfort themselves. In addition,
impulse buying can also elevate chronic negative emotions because the purpose of impulse buying is to make someone feel better
(Verplanken et al., 2005). Therefore, we tend to figure out the moderating effect emotion has on the relationship between key
variables.
H3: The emotion moderates the relationship between personality and impulsive buying of the youth group.
H4:The emotion moderates the relationship between upward comparison and impulsive buying of the youth group.
Conceptual Structure
The conceptual model is illustrated by the following figure 3.

Figure 3: Conceptual model

Measurements
Table 1 shows the scale of variables selected in this study.
Table 1: Measurement
Variable

Scale

Source

Impulse Buying Tendency

lmpulse Buying
Tendency Scale

Personality Traits

The Big
Inventory

Verplanken, B. , & Herabadi, A. . (2001). Individual differences in impulse
buying tendency: feeling and no thinking. European Journal of Personality,
15.
John, O. P. , & Srivastava, S. . (1999). The Big Five trait taxonomy: History,
measurement, and theoretical perspectives.

Five
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Upward Social Comparison

Iowa-Netherlands
Comparison
Orientation
Measure

Gibbons, F. X., & Buunk, B. P. (1999). Individual Differences in Social
Comparison: Development of a Scale of Social Comparison Orientation.
Journal of Personality and Social Psychology, 76(1), 129–142.

Emotion

The PANAS

Watson, D., Clark, L. A., & Tellegen, A. (1988). Development and validation
of brief measures of positive and negative affect: the PANAS scales. Journal
of personality and social psychology, 54(6), 1063.

Reliability and validity analysis

Clone Bach Alpha
0.832

Table 2: Reliability analysis
Overall reliability statistics
Standardized term based clone Bach
Alpha
0.841

items
118

As shown in the above table 2, the Alpha value of all items is greater than 0.7 (and the overall Alpha value of each item is less
than the revised Alpha value after the deletion of a certain item), and the overall Alpha value of the questionnaire is 0.841. In
conclusion, each measurement item has good reliability, and the item design is reasonable without adjustment.
Validity analysis refers to the validity of test results. The coefficient of the KMO test ranges from 0 to 1. The closer its value is
to 1, the better the validity of the questionnaire is. Validity test is conducted in this report according to SPSS26.0, and the analysis
is shown in Table 3:
Table 3: Validity analysis
KMO and Bartlett tests
KMO sampling suitability quantity
0.816
chi-squared approximation 18795.354
Bartlett sphericity test
DOF
6903
significance
0.000
According to the above results of exploratory factor analysis, the coefficient of the KMO test is 0.816. According to the
significance of the sphericity test, the significance of this test is infinitely close to 0. In conclusion, the measurement validity of
the questionnaire in this report is good.
Expected result
We expect that among the dimensions of the five personalities, openness, extraversion and neuroticism have a significant
influence on adolescents' impulsive buying behavior, and the other two dimensions are not significant. The upward social
comparison is an indirect mediating variable of the relationship between personality and impulsive buying. The interaction would
strengthen while the participant in negative emotion during recent one month.
CONCLUSIONS
In the existing studies, the underlying causes of youth' online impulse spending have been neglected. Our research expands the
application of the Big Five Personality Theory in youth groups. We explore the internal cause and mechanism of youth impulsive
buying behavior, providing theoretical guidance for the marketing of social network platforms.
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